Introduction
Tourism is currently among the most dynamically growing branches of the national economy and a major sector of employment. It is an important area of activity of contemporary society, as well as one of the largest and most profi table industries globally.
Tourism competes with acquiring tourists and its competitiveness is based on the attractive natural resources and elements of cultural heritage as well as their adequate exposure and use (Pompurová & Šimočková, 2014) . The advantage in this respect is of particular signifi cance to regions in an economic slump, which stand to fi nd a source of additional or key income and reduced unemployment.
Review of various literature points to signifi cant dependence between the development of tourism and competitiveness of states and regions. The results of literary reviews and empirical research are presented in this article, including statistical analysis of these dependences. The empirical research focuses on both factors constituting sources of competitive advantage and its outcomes. These factors include the capacity of tourist accommodation establishments, their arrivals and their average expenditure during tourism trips. This includes both domestic and outbound trips. The competitiveness of the European Union member states is based on three factors representing output competitiveness, i.e. GDP, gross value added and fi nal consumption expenditure. The data are adopted from offi cial public statistics of the European Union, available with Eurostat.
It is the objective of the paper to present and evaluate the dependences between competitiveness of the European Union member states and selected factors determining competitiveness of tourism in these states.
The following hypotheses have been adopted for the purposes of this objective:
H1: Availability of accommodation establishments, a major factor of a regions' tourist competitiveness, is highly varied throughout European Union member states.
H2: There is a high, statistically signifi cant correlation between availability of accommodation establishments and tourism arrivals in a given country in the European Union member states.
H3: There is a high, statistically signifi cant correlation between competitiveness of these states and expenditures on tourism services in the European Union member states.
These hypotheses have been verifi ed by means of Hellwig's method of constructing taxonomic indices based on partial diagnostic variables. It helps to rank states in respect of various aspects under discussion as determined by diverse diagnostic variables.
Competition and Competitiveness
Competition and competitiveness are present wherever there are private ownership as a means of production and an economy of goods. They are fi xtures and core parts of the market economy. They are not identical, however.
Competitiveness is determined by a number of factors, both short-and long-term. To be competitive, an entity must fi rst stand out in the market -be recognised.
"Competitiveness is given in various defi nitions in literature. It most commonly denotes the ability of certain entities to compete in a given market segment. The notion of competitiveness may be applied to each degree of aggregation, i.e. to an individual product, an enterprise, a sector, industry, region or the national economy" (Nawrot & Zmyślony, 
FACTORS OF TOURISM'S COMPETITIVENESS IN THE EUROPEAN UNION COUNTRIES
Vanda Maráková, Tadeusz Dyr, Anna Wolak-Tuzimek 2009, p. 55-56) . Therefore, both a business and a territorial unit like a city, community or region can be said to compete. However, competition among businesses is the most important instance of the phenomenon in connection with economic development.
Competitiveness of enterprises is based on and is a part of competition. Thus, competitiveness can be described as a fi rm's ability to compete with other enterprises. It also has a variety of other senses, though.
In economic terms, competition is rivalry among entrepreneurs for profi ts from the sale of goods and services, for selling and supplying markets and for workers. It can be developed provided there are independent enterprises in the market, there are agents responding to market signals and impulses and both enterprises and agents have free access to the market.
"Competitors attempt to realise similar goals, which means actions taken by some interfere with or even prevent others from attaining the same objectives" (Wolak-Tuzimek et al., 2015, p. 37) .
Competitiveness is multi-dimensional as it concerns states (macro scale), sectors, industries, parts of economy (mezzo scale), groupings of countries (mega scale), enterprises (micro scale), commodities or services (micro-micro scale). "Competitiveness as a microeconomic category relates to organisations, e.g. enterprises or plants. It is multi-dimensional and perceived in relations among: a business entity, its potential, opportunities and skills versus market structure and strategic opportunities available there" (Markova et al., 2014, p. 88) .
Particular defi nitions of competitiveness vary, as illustrated by the table below.
Competition exists in every sphere of economic life. It causes both negative and positive economic effects. When the particular defi nitions of competitiveness offered by literature are compared, it can be noted the concept means both a capacity for rivalry with competitors and a current competitive standing. At present, competition is not only rivalry but also an opportunity for cooperation between business partners.
Competitiveness is regarded as a natural development in economic life and the key source of wealth. It promotes not only rivalry among competitors but also cooperation as they jointly look for the best solutions to problems. Today, competition is not only rivalry, but also an opportunity for cooperation between business partners as well (Ślusarczyk, 2011) .
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Tourism as a Form of Economic Activity
Tourism is a multi-dimensional, psychological, social, economic, geographical and cultural phenomenon. Therefore, the very notion of tourism and its defi nitions have long been controversial. These debates concern not only the question which trips should be considered as tourism but also the broader issues of defi ning tourist demand and supply. In extreme cases, tourism is interpreted either as travel that involves sightseeing and wandering for pleasure and in the free time (the narrow and most common notion of tourism) or as any travel that involves an infl ux of funding in the case of arrivals and its outfl ow in the case of departures (the broad approach represented by some travel analysts) (Gilbert, 1990) . Several defi nitions of tourism are presented below. The development of tourism may be evaluated on both the global, national, regional and local scales. In this economic perspective, tourism is a complex market of goods, capital and labour where a variety of services are exchanged (Cabaj & Kruczek, 2007) . Demand or desire of the public to spend their leisure in a variety of ways, is the key to development of tourism seen in this light.
Tourism is an important and contemporary area of economic and social life. Tourist activity 
Sources of Competitive Advantage in Tourism
Each entity in the market attempts to gain a competitive advantage, that is, to stand superior to other competitors. It is a relative indicator of economic operations -it helps an entity to offer products or services conforming to customer expectations as being better than those offered by competitors. This product can be of better quality, lower price, better service or more complete satisfaction of the customers' needs.
Specialist literature provides a range of defi nitions of competitive advantage. Some interesting interpretations of the term are given below:   "All that distinguishes the products of a fi rm or the fi rm itself to its advantage from its competitors in the eyes of end users." (Fahey, 1989, p. 18 ).   Something owing to which a fi rm achieves better performance or simply does things better than its competitors (Aaker, 1989) .   "Ability of an entity to do something its competitors are incapable of doing, or at least doing it better than them." (Rue & Holland, 1986, p. 432) .   "Strengths of an organisation compared to its present and probable future competitors." (Stoner, 1982, p. 113) .   "Ability to pursue a present and future strategy that competitors are unable to realise." (Barney, 1991, p. 102) .
To gain a lasting competitive advantage, an entity should offer more attractive services or products than those proposed by the competition.
A competitive advantage is increasingly gained owing to factors which assure additional benefi ts from launching of new-quality products and services which provide for a highly profi table fl exibility of demand (Sieradzka, 2015) .
Specialist literature encompasses two main trends analysing sources of competitive advantage, are demonstrated in the following table.
M. E. Porter (2001) points to four sources of competitive advantage:   Demand conditions, in particular, demanding customers and their needs that emerge earlier than elsewhere.   Presence of related and supporting sectors.
Trend Description
Positional approach (industrial organization theory)
-Based on analysing the specifi c nature of a sector where an entity operates.
-Signifi cance of the environment and its effect on decisions and actions are emphasised. This approach was developed and propagated in the 1980s by M. Porter, who believed an entity's capacity for dealing with competitive forces better than other market players do is the starting point for a competitive advantage. In this context, a fi rm's competitiveness depends on the intensity of fi ve competitive forces in a sector.
Resource based view of the fi rm -Competitive advantage is a result of unique resources (skills, competences) of an entity, including knowledge, organisation of operations, management methods, experience, brand and patents that help to prevent or restrict actions by the competition.
-The resultant competitive advantage is attained as competitors fi nd it diffi cult to acquire comparable or similar resources determining success. Analyses in accordance with the resource-based view not only assess key competences but also identify new requirements, new products that will provide a foundations for building new key competences.
Source: own elaboration based on Porter (1985) ; Wernerfelt (1984) Tab. 4: Main lines of thinking on sources of competitive advantage   Production factors that encompass both tangible and intangible resources.   Context of strategy and business rivalry, that is, legal regulations, incentives and customs governing types and intensity of local rivalry. In reference to the tourist service sector, the fi rst three sources of competitive advantage listed above are well recognised by the theory of tourist region.
Demand conditions are considered with regard to: intensity of tourist traffi c, its directions and structure, tourist's profi le (age, permanent residence, education), expenditure during tourist events, preferences and expectations of tourists. Developments are determined and forecasts are presented.
Economic analysis of tourism's impact on the economy normally takes into account the effects of both tourism in a narrow sense (often termed the tourist industry) and broader defi nition (commonly referred to as the tourist economy), the latter encompassing a wider supporting sectors including catering, the souvenir industry, commerce, construction, insurance or banking. The fundamental parameters determine the comprising contribution of the tourist industry to GNP and employment. In the case of related sectors, researchers commonly encounter the diffi culty of estimating the impact of tourism on development, since these sectors depend on a range of factors other than tourism.
The theory of tourist region highlights tourist attractions, treated as principal sources of tourist traffi c. Broadly speaking, these include (Kusa, 2008) :   Natural attractions: landscape, climate and other geographical features.   Man-made attractions: historic buildings and infrastructure.   Cultural attractions: tradition and folklore, religion, museums, special events.   Social attractions: lifestyle of residents and local communities. Tourist attractions are the root cause of emergence of tourist regions and necessary but insuffi cient conditions for development of tourist traffi c. They must be supplemented with a set of facilities and institutions providing the material and organisational base without which natural and cultural assets would remain unexplored or even inaccessible (Gołembski, 1998) . These factors are defi ned as tourist infrastructure.
Methods
Factors determining tourist competitiveness were evaluated by means of the Hellwig's method (Hellwig, 1968) . It provides for a construction of a synthetic measure founded on partial diagnostic variables that represent various aspects of a phenomenon under discussion (Dyr & Ziółkowska, 2014) .
Successive stages of the research involved:   Creating a set of diagnostic characteristics.   Normalisation of diagnostic characteristics.   Calculation of taxonomical indices.
The diagnostic characteristics were listed considering the indicators available in public statistics of the European Union (Eurostat) concerning diverse aspects of tourist competitiveness and competitiveness of the EU-28 member states (Tab. 5). The source assured comparability and a relatively high reliability of statistics. Each factor and each diagnostic variable was assigned a unique symbol (identifi er) to distinguish it from other variables and to assign them with specifi c numerical values. All the fi gures relate to 2013 -the most recent year for which full data are available.
To assess tourist competitiveness, the characteristics were normalised by standardising j th variable of i th microregion. The calculations employed the formulas below:   Stimulants: Tab. 5: The diagnostic variable set of the tourism competitiveness t ij -standardised value of j th index in i th territorial unit, i = 1, 2, …, n, j = 1, 2, …, m, Given these assumptions, the synthetic index can be computed as: (5) where: d i0 -Euclidean distance between i th and the standard object, d 0 -critical distance of a given unit from the standard: (6) -arithmetic mean of taxonomical distances between i th and the standard object:
S 0 -standard deviation of taxonomical distances between i th and the standard object:
The synthetic competitiveness index S i is in the range [0,1] as part of this model. The maximum value of S i (1) represents the socalled standard, that is, a state where all the variables analysed are maximum.
In this method, the greater the synthetic index, the higher the tourist competitiveness. Differences between the indices also point to development gaps of the particular European Union member states.
Competitiveness of the European Union Member States
The competitiveness pyramid frequently serves to evaluate competitiveness of states and regions. The concept, developed for the purposes of the commission, identifi es factors deciding changes of competitiveness. Factors refl ecting economic development and quality of life are at the top of the pyramid (Gardiner, Martin, & Tyler, 2004 
Sector of Tourism and Competitiveness of the EU Member States -the Authors' Research
Capacity of tourist accommodation establishments Availability of accommodation establishments is a major factor of tourist competitiveness. The lack of well-developed tourist facilities, in particular, accommodation establishments, restricts and often even prevents access to other tourist attractions (e.g. mountain trails, sea beaches, monuments, etc.).
The following diagnostic variables were used to construct the taxonomical index of availability of accommodation establishments.   Number of hotels and similar accommodation.   Number of holiday and other short-stay accommodation.   Number of beds in hotels and accommodation facilities.   Number of rooms in hotels and similar accommodation. 
Member

Tab. 6: Calculation of the synthetic competitiveness index of EU-28 member states
Values of diagnostic variables and the algorithm for calculation of the synthetic taxonomical index to represent availability of accommodation establishments are shown in Table 7 . Availability of accommodation in the EU-28 member states is greatly varied -the variation coeffi cient for the total numbers of establishments and beds ranges from 140% to 220%. The variation becomes even greater when numbers of establishments are referred to Dependence between availability of accommo da tion establishments and competitiveness of regions is very low -Pearson correlation coeffi cient is 0.09. This implies the standard of tourist facilities in the EU-28 member states is not decided by macroeconomic factors. It can be surmise tourist attractiveness of regions and eagerness of residents to provide tourist services are important.
Italy, the UK, Spain, Germany and France are among states with the top standard of tourist accommodation. These are large states. It only seems natural, therefore, that plenty of accommodation establishments are provided there. On the other hand, correlation between the taxonomical index of their availability and area of particular states is merely 0.51 (average correlation). This is due to the fact that in small countries with attractive natural conditions for tourism and happily visited by foreign tourists, there are relatively many accommodation establishments. In effect, states like Malta, Croatia or Cyprus exhibit highest values of the taxonomical index of accommodation establishments per unit of territory. This grouping also comprises large states like Italy, the United Kingdom, Austria and Greece. Both those 'small' and 'large' are highly attractive to tourists. These factors appear to be a key to location of accommodation establishments. Good conditions for tourism may encourage commitment of private capital to development of accommodation facilities and undertaking of tourism operations.
Slovakia and Poland are among states with relatively poor provision of accommodation establishments. This may suggest these states fail to take full advantage of their natural resources. This applies to Slovakia with numerous natural parks, mountain resort with long term tradition, such as High and Low Tatras etc. as well as to Poland, with a relatively long coast line, considerable area of lakes and attractive mountain trails.
Arrivals at tourist accommodation establishments
The following diagnostic variables were employed to construct the taxonomical index of tourist traffi c in the EU-28 member states:   Arrivals of residents at hotels and similar accommodation.   Arrivals of non-residents at hotels and similar accommodation.   Total arrivals at tourist accommodation establishments.   Arrivals of residents -holiday and other short-stay accommodation.   Arrivals of non-residents -holiday and other short-stay accommodation.
Values of diagnostic variables and the algorithm for calculation of the synthetic taxonomical index to represent arrivals of accommodation establishments are shown in Table 8 .
There is a high, statistically signifi cant dependence between tourist arrivals in particular states and availability of accommodation establishments. The Pearson linear correlation coeffi cient is 0.81. This affi rms the postulate that the availability of tourist facilities is an extremely important factor of regions' tourist competitiveness. Most tourists arrive in countries like France, Germany, Spain, Italy or the UK. These are large states with excellent availability of bed-places. The correlation between area of a state and tourist arrivals is far lower than between availability of beds and the arrivals.
There is a low correlation between tourist arrivals and competitiveness of states -the coeffi cient is 0.19. This may indicate tourists pay scant attention to macroeconomic standing of countries they intend to visit. On the contrary, a weaker competitive standing may boost tourist arrivals. For instance, Bulgaria and Romania are among the EU states of the poorest competitiveness. Relatively many tourists come there. Analysis of tourist packages offered by travel agencies in Poland suggests holidays in these countries are much cheaper than in the substantially more competitive Italy, Spain or Greece. 
Expenditure of tourism trips
Tab. 8: Calculating the Taxonomical Index of Arrivals at tourist accommodation establishments
Synthetic competitiveness indices as per the expenditure criterion were calculated for domestic and foreign trips separately -the results are summarised in Tables 9 and 10 . Two states, Poland and Sweden, were excluded as Eurostat fails to provide reliable data concerning the variables analysed.
The fi gures in Tables 9 and 10 suggest spending on foreign trips is far greater than on domestic travel. This is due to substantial diversity of prices in countries of destination. In addition, costs of transport are much higher in the case of foreign travel. expenditure is lower in respect of domestic travel. Fluctuations in this grouping are much greater, though -the variation coeffi cient for the variable under consideration ranges from 55% to 77%. For parallel factors in foreign trips, the same variations are from 36% to 50%. Spending on tourism is at a maximum in highly competitive states -Austria, Germany, UK. Average spending of an Austrian on an inbound trip is nearly eight times that of a Latvia.
Average expenditure of Slovak citizens on domestic trips are approx. 25% lower than the EU average and as much as 3-4 times lower than in the most competitive states. On the other hand, this spending is around 2-3 times greater than in countries of minimum competitiveness. The differences are somewhat narrower in the case of foreign travel. Expenditure by Slovaks are approx. 15% lower than the EU average, twice lower than in the states with maximum standards of competitiveness and twice greater than in the least competitive countries. This variation refl ects Slovakia's standing in the competitiveness ranking of the European Union member states.
Conclusion
Tourism is currently one of the most dynamically developing sectors of economy. It provides huge opportunities for socio-economic development. The international 'tourist industry' is among the fastest growing branches of the economy. It is therefore important to determine factors that improve competitiveness of tourism to the maximum extent.
In theory, the creation and promotion of a competitive market are offer based on local heritage, standards of tourist attractiveness or infrastructure development, are key to enhancing competitiveness and provision of continuing competitive advantage. In general, competitiveness of tourism is a complex phenomenon from the viewpoint of both theory and economic practice. This is due to two fundamental elements. First, it is affected by multiple factors, all of which must be treated in an international context. Second, two levels of analysis, macroeconomic and microeconomic, overlap.
